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1. Introduction and Business Problem Identification
 
Green Haven Florists is a small independent flower shop located in Norwich, United Kingdom, founded in 2016 by business partners Liam and Priya Patel. The business developed a strong reputation for bespoke floral arrangements, environmentally friendly packaging, and close relationships with the local community. These strengths enabled Green Haven Florists to attract a loyal customer base, including walk-in customers, corporate clients, and wedding customers, and to compete effectively within the local retail market.
 
Despite this early success, the business has experienced a noticeable decline in performance over the last twelve months. In-store sales have fallen by approximately 30 percent, placing pressure on cash flow and overall profitability. Although online sales have increased slightly, they have not been sufficient to compensate for the decline in physical footfall. This downturn reflects broader structural changes in the retail sector, particularly the continued shift towards online shopping and home delivery services.
 
Several external factors contribute to this problem. Large national and international online flower retailers offer competitive pricing, frequent discounts, and same-day delivery options, which appeal strongly to modern consumers. Additionally, the local high street has suffered reduced activity following the closure of nearby businesses, resulting in fewer spontaneous visits to the shop. Rising inflation and supply chain disruptions have also increased the cost of imported flowers and sustainable packaging materials, further reducing profit margins.
 
Internal challenges have worsened the situation. Green Haven Florists’ website is outdated and difficult to navigate, and the business lacks a structured digital marketing strategy. Liam and Priya rely heavily on word-of-mouth promotion and occasional social media posts, limiting the company’s online visibility. As a result, the core business problem is Green Haven Florists’ declining competitiveness due to insufficient digital adaptation, rising costs, and changing consumer behaviour.
 
⸻
 
2. Alternative Solutions
 
2.1 Alternative Solution 1: Digital Transformation and Online Expansion
 
The first alternative solution is a digital transformation strategy aimed at modernising Green Haven Florists’ online presence and operations. This approach would involve redesigning the business website to improve usability and visual appeal, introducing efficient online ordering and payment systems, expanding delivery options, and offering flower subscription services. In addition, the business would invest in digital marketing activities such as social media campaigns, email marketing, and search engine optimisation.
 
This solution would allow Green Haven Florists to reach a broader customer base beyond local foot traffic and better meet consumer expectations for convenience and speed. Subscription services could provide predictable recurring revenue, while targeted online marketing would strengthen brand awareness and customer engagement. Importantly, the digital platform could also be used to communicate the company’s sustainable values, differentiating it from larger competitors.
 
⸻
 
2.2 Alternative Solution 2: Community-Focused Differentiation Strategy
 
The second alternative solution focuses on strengthening Green Haven Florists’ identity as a community-based and environmentally conscious business. This strategy would involve enhancing the in-store experience by hosting floral workshops, collaborating with local businesses, and promoting locally sourced products. The aim would be to deepen customer loyalty and position the business as a premium florist offering personalised service rather than competing on price.
 
This approach builds on existing strengths, including strong customer relationships and a commitment to sustainability. By creating memorable experiences and emotional connections, Green Haven Florists could retain loyal customers and attract new ones who value authenticity and community engagement.
 
⸻
 
3. Evaluation of Alternative Solutions
 
To evaluate the two alternatives, a PMI (Plus, Minus, Interesting) analysis was conducted and is presented in Appendix A. The digital transformation strategy offers significant advantages, including increased market reach, improved customer convenience, and the creation of new revenue streams. However, it also involves higher initial investment costs and requires new digital skills.
 
The community-focused differentiation strategy aligns closely with the company’s core values and requires a lower financial investment. Nevertheless, it relies heavily on physical foot traffic, which continues to decline, limiting long-term growth potential. While both options offer benefits, the evaluation suggests that digital transformation provides a more sustainable response to current market conditions.
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4. Justification of Selected Solution
 
The selected solution is Digital Transformation and Online Expansion. This option most effectively addresses the root causes of Green Haven Florists’ declining performance, particularly reduced foot traffic, limited digital presence, and changing customer expectations. While the community-focused strategy strengthens brand identity, it does not adequately respond to the widespread shift toward online purchasing.
 
Digital transformation enables Green Haven Florists to compete more effectively with online retailers while maintaining its eco-friendly and bespoke brand values. It allows the business to reach new customer segments, improve service convenience, and diversify revenue streams. For these reasons, this solution offers the greatest potential for long-term sustainability and business growth.
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5. Risk Analysis
 
Implementing a digital transformation strategy involves several risks. Financial risk is a key concern, as website redevelopment and digital marketing require upfront investment. This risk can be mitigated through phased implementation and careful budgeting. Operational risk also exists due to limited digital expertise within the business. This can be addressed by staff training or outsourcing specialist tasks.
 
Market risk arises if increased online activity does not immediately translate into sales. Continuous monitoring of performance metrics and customer feedback can help reduce this risk. There is also reputational risk if the online platform performs poorly. Thorough testing prior to launch will minimise potential negative impacts.
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6. Implementation Action Plan
 
The implementation of the digital transformation strategy will take place over six months. During the first month, objectives will be defined, budgets finalised, and digital service providers selected. In months two and three, the website will be redesigned and online ordering, payment, and subscription systems introduced. Months four and five will focus on launching digital marketing campaigns and expanded delivery services. The final month will involve reviewing performance data and making necessary improvements. A detailed schedule is provided in Appendix B.
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7. Measuring Effectiveness of Implementation
 
The effectiveness of the selected solution will be measured using key performance indicators. These include growth in online sales revenue, website traffic and conversion rates, the number of subscription customers, social media engagement levels, and overall profitability. Customer satisfaction surveys and monthly performance reviews will support continuous improvement and ensure objectives are being met.
 
⸻
 
8. Conclusion
 
Green Haven Florists faces significant challenges arising from changing consumer behaviour, increased competition, and rising costs. This report analysed the business problem, evaluated two strategic alternatives, and selected digital transformation as the most appropriate solution. With careful implementation, effective risk management, and ongoing performance measurement, Green Haven Florists can improve competitiveness and achieve long-term sustainability
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